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The four-quarter ahead forecasts of out-of-state domestic visitor arrivals for the second quarter of 1983 through the first
quarter of 1984 are presented in the graph below and also in the
Table on the following page. Although fourth quarter air arrivals
and subsequent 1982 totals ai-e not available at this time, these
forecasts suggest that Florida visitor arrivals for 1983 will exceed
estimated 1982 totals by some two million or almost six percent.
As indicated in the last issue of the TOURISM BAROMETER,
previous projections for 1983 were felt to be understated due to
the severely depressed 1981 figures that were instrumental in
developing the forecast. Utilization of more positive indicators
have now produced revised quarterly forecasts for 1983. These
new forecasts reflect an optimism spawned during the fourth
quarter of 1982 which is expected to carry well over into 1983
projections.
In retrospect 1982 proved to be an-interesting year for Florida
Tourism overall. An extremely strong visitor fourth quarter
"turned around" the relatively gloomy economic scenario which
some felt was unavoidable. The reasons were mostly based on the
observation that the U.S. economy was a disaster in 1982. Furthermore, the media almost daily recounted stories of unemployment,
business failures, a growing Federal government deficit and a
general economic malaise. Of course, less noticeable. were the

stories of a gradual lowering of interest rates, a slow but continuing success in reducing our energy dependence in foreign oil, and a
number of successes in the battle against inflation. But on balance, just about everyone was fearing some sort of economic
calaf!1ity. However, the automatic assumption that the Florida
Travel Industry would grind to a halt due to the recession (depression?) in the overall national economy proved to be false, at least
this time. Overall, it appears that 1982 will be approximately 6.4
percent ahead of 1981 in total tourist arrivals.
The fourth quarter, which is normally slow, proved to be
especially strong producing a significant increase of 32 percent in
auto visitors over the fourth quarter of 1981. Several factors can
be advanced to explain the fourth quarter tourist surge in 1982.
Certainly the opening of EPCOT has increased the attractiveness of the state as a tourist destination. The attendant publicity
generated by the opening of EPCOT has created a cons.iderable
amount of awareness in the northern U.S. and Canada~ There are
many people who have never visited Florida, -and when a new
major attraction opens, it draws the attention-pf non-v-i°sitors is
well as previous .visitors to the State. Sueh ·an ·ev·ent ·can be an
"interest trigger" for the advertising efforts "Q°f others ~~ .t he state
including the airlines and other travel modes. C@rtainly the -adver- .
rising efforts of the State Division of Tou_rism 'and various destin-
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Out of State Visitor Arrivals-Quarterly
1983-11 through 1984-1
(millions)
% Change from

% Change from

% Change from

% Change from
1984-1

1983-1

6.400
4.604
11.004

NA
NA
NA

Series

1983-11

1982-11

1983-III

1982-111

1983-IV

1982-IV

A~to
Air
Total

5.951
3.186
9.137

+1.3
+12.4
+4.9

6.320
2.973
9.293

+2.4
+22.5
+8.1

6.050
3.162
9.212

0.0
NA
NA

actual out-of-state visitor arrivals in corresponding 1982 periods
by an additional eight and six percent respectively.
Our forecasts for the second quarter 1983 through the first
quarter 1984 show a continued average growth rate of nearly five
percent in the total number of tourists arriving in Florida. This
rate is fairly consistent with most visitor industry leaders long
term forecasts as reported in the Spring 1982 BAROMETER. The
opening of EPCOT and the good fourth quarter weather on auto
routes may not be duplicated in 1983 but overall, positive factors
abound for the next four quarters.
General economic recovery is indicated for the country as a
whole. Built on a base of lower inflation, this can only contribute
to increased consumer confidence and an increased predisposition
to vacation outside of one's home state in the future.
With the assumption of continued high promotional activities,
the BAROMETER forecasts a continued growth in total arrivals
with the greatest growth occurring in air arrivals. The principal
impetus for this development is the forecast's reliance on a continued high level of competition for the Florida bound tourist,
especially in the form of vigorous pr_ice activity. Furthermore, as
the airlines continue to increase service via more schedule frequency, travel agents and other brokers will be encouraged to
direct tourists toward these opportunities. Thus the next twelve ·
months bear good tidings for those dependent on air tourist
arrivals. Auto traveller arrivals should retrench slightly as we do
not expect a recurrance of the unusually high number of non-snow
days in the early fall-winter of 1983. Also with economic recovery
well underway by then, the fly-rental car option will replace
driving for at least some of the 2-3 week stay visitors. (We also
suspect some first time drivers will take a more leis~rely option
next time). However, base levels are firm and the slight nongrowth tendency of the auto arrivals is not significantly different
from status quo.

ation sites have dovetailed nicely to pull up the fourth quarter
1982 and the first quarter 1983 to record levels of arrivals.
A further phenomena can explain the increase. - but more as a
facilitator than a cause. The fourth quarter of 1982 had good
driving weather between Florida and most of the main source
states of our auto arriving tourists. Consequently more people
~hose to drive down where in previous years they may not have
taken the chance on bad weather. Also the recession has caused
inany to eschew air travel for the auto. However, decreased
consumer debt and falling interest rates in general meant that
those who were confident enough and wanted to finance a trip
could afford to do so. Thus the effect of a synergy that developed
between consumer readiness, media stimulation and low travel
costs also contributed to the increase.
On the air travel side other developments further added to the
current situation. Because of airline deregulation traffic increased
as many more competing airlines picked Florida as a destination.
This meant a lot more seats to fill and, coincidently, a lot more
airline advertising to let people know about their availability. In
further response to the newer carriers all the airlines employed
super low fares, seat sales and whatever they could think of to
lower the price to the vacation traveller. Needless to say - it
worked! So instead of losing business to the auto in the time of
good ~eather and recession, more business was stimulated. An
airfare price war was the perfect psychological trigger to potential
travellers who had the recession shakes.
Over the short term, total 1983 second quarter domestic visitor
arrivals to Florida are projected to increase by nearly 15 percent
over the previous forecast generated by the Winter 1982 BAROMETER. It is anticipated that this built-up momentum will continue further into 1983 and as such, third and fourth quarter
forecasts also reflect similar upward revisions. These 1983 forecasts for third and fourth quarter totals are expected to exceed

The 1983 Travel Outlook Forum in Retrospect
The Travel Outlook Forum is an annual meeting cosponsored by the Travel & Tourism Research Association
and the United States Travel Data Center. The Forum's
purpose is to provide travel industry members with an
outlook of the various components of their industry. The
most recent Forum was held on December 9, 1982 in
Washington, D.C. The article below is a digest of the
remarks by Karen Rubin, Senior Editor, The Travel Agent
Magazine in this meeting. The reading is particularly interesting given the changes in the economy during the first
quarter of 1983. For that reason, this digest is reprinted
below.,:-

-modest- or strong - will not mean a return to what existed
before. It will leave a legacy of segmented markets that require
very specific strategies.
Dr. Frechtling reported that the number of trips declined 6
percent in the first nine months. Travel receipts, meanwhile, rose
7.5 percent in the first nine months, or 1.8 percent after accounting for a 5. 7 percent increase in prices. The 7.5 percent increase,
though well below hi's torical levels, is still nearly twice the rate of
growth of the Gross National Product.
Clearly, the economy will be a major factor in determining the
outlook for travel in 1983. Two factors will be the principal
forces: unemployment rates and interest rates. These will determine consumer confidence and ultimately the decision to spend
money or save it. A secondary factor, critical to how consumers
prioritize their purchases, will be what happens to disposable
income - the result of inflation and changes in salary or wages

It looks like 1983 will be a year for regrouping-1982 was not
just a recession, it was a period of transition. The poor economy
intensified the process and made the changes more visible. But I
believe that the recovery that is being heralded for next year
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and personal taxes.
Dr. Duncan's (Dun & Bradstreet) remarks about the strengthening demand for autos and houses as interest rates fall are
highly significant. Indeed, recovery poses its own threat to travel
demand in 1983. I believe that either a weak recovery or a strong
recovery will be favorable for travel demand. A modest recovery
however, will force consumers to choose between spending for
necessary big-ticket purchases which they have had to postpone
-such as houses or home improvements and cars-and travel.
If consumers have to prioritize purchases, I question whether
travel will be at the top of the list. I admit this would be a radical
change in consumer behavior and would present a significant
marketing challenge. Several studies have pointed to a rising
"home-centeredness," such as one by Y ankelovich, Skelly and
White. Also when I asked participants in a Better Homes &
Gardens consumer Panel (not representative of the adult population) to divide up $2,000 among items they would like to have,
the participants put top priority on household improvements,
followed by home entertainment, and then home furnishings.
Number four on the list was pleasure travel in the U.S. A foreign
trip was ranked sixth after a new automobile.
How will consumers act? Dr. Frechtling noted that in the
October National Travel Survey, a lower portion of adults, 34
percent from last year, say they are planning to take a vacation in
the next six months. A greater proportion of these, 38 percent
plan to take an airplane. Also the trips they are planning are
considerably longer in duration than this year.
Dr. Richard Curtin, of the Institute for Social Research, noted
that concern over unemployment and income declines has kept
most consumers cautious in their spending plans. In the third
quarter survey, 41 percent of all families reported their financial
situation had worsened. However, despite the depth of concern
with the current state of the economy, consumers expect future
business conditions to improve and their own financial situations,
as well.
The strength in the U.S. dollar coupled with worldwide recession has hurt U.S. exports but encouraged imports. At the· same
time, as we heard from Don Wynegar of the U.S. Travel and
Tourism Administration, foreign tourism to the U.S. has been
hurt, declining 9 percent to an estimated 21 million arrivals in
1982. This is the first drop in inbound travel in 20 years.
U.S. travel abroad declined marginally, by 1 percent to an
estimated 22. 7 million departures. American tourist travel to
Canada and Mexico declined by 4 percent, each. However, _the
strong U.S. dollar helped spur 5 percent more Americans to tr~vel
overseas.
For 1983, Wynegar is predicting a moderate improvement in
travel from all primary markets but Mexico and the United
Kingdom, and the total number of foreign arrivals will be relatively the same as in 1982, at 21.1 mjllion.
After four years of little or negativ_e growth, Wynegar sees a
healthy rebound, on the order of 4 percent, in the number of
Americans going abroad. The number, 23. 7 million, is still below
1973's peak of 24.8 million. He projects a 2 percent increase to
Canada, 12 percent to Mexico and 5 percent overseas.
The travel industry is extremely vulnerable to these changes in
travel patterns. Dr. George James of the AT A noted that only 12
percent of all business travelers account for 50 percent of
The U.S. Travel Data Center reported that in 1981
percent of all U.S. adults (42.8 million) accounted fo

billion person-trips taken that year.
According to Sales and Marketing Management Magazine,
dual income households (of all ages) earned 36 percent more
income than households with one income earner. There are some
16 million families where both husband and wife work.
The sheer growth in size of the 25-34 year old group makes it a
desirable market for the travel industry. The Census Bureau
reported a 55 percent increase in this group since 1970, to 39.0
million, and they now represent 17 percent of the population. In
contrast, 35-44 year olds represent 11.5 percent, 45-54 year olds
represent 9.8 percent and those 55 and over represent 20.9
percent.
But will the 25-34 year olds buy travel? This is the group most
likely to be setting up new households and will likely take
advantage of any improvement in interest rates to buy a house or
car.
The 55-plus group has been the mainstay of many segments of
the industry. This group is most likely to be on fixed incomes and
under the greatest hardship because of inflation. However, Sales
and Marketing Management Magazine reported that thi"s group
controls 30 percent of all discretionary income. The problem here
is that this group is likely to be the most concerned about the
future and most cautious about spending. Headlines about threatened cutbacks in Medicaid and Social Security don't help prospects for travel.
Finally, there are the internal dynamics of the industry. Some
businesses will improve simply because some of the competition
falls by the wayside, the victims of the cash flow I credit squeeze.
This is part of the dislocation going on. The industry has been
accustomed to 10 to 15 percent annual growth rates, and is now
faced with annual growth rates of less than 5 percent. It takes a
while to come back to balance between capacity and demand.
It has often been said that the only cohstants in this industry are
change and challenge. The industry certainly faces a challenge in
1983: coping with recovery, or·more accurately, coping with what
is left after the economic catacly~m.
In one respect, the change in industry growth rates, from
double to single numbers suggests the industry has reached a level
of maturity. However, if only 26 percent of the population
accounts for all the trips, this would suggest major opportunities
for untapped markets.
,:This article originally appeared in the Tourism Educators Newsletter,
Vol. 5:5 (November-December 1982) Salt Lake City: The Travel &
Tourism Research Association, pp. 5-7. The full proceedings of the
Forum can be obtained from the United States Travel Data Center, Suite
610, 1899 L. Street, N. W., Washington, D.C. 20036 at a cost of $70.00.
Permission was granted to reprint this article.

The TOURISM BAROMETER will be published
quarterly - in March, June, September, and
December. To be placed on the mailing list, please
contact: Dick Pope, Sr. Institute for Tourism Studies, College of Business Administration, University of Central Florida, Orlando, Florida 32816.
The TOURISM BAROMETER is made possible
by grants from the Florida Division of Tourism,
ABC Leisure Attractions, Anheuser-Busch Companies, and Dick Pope, Jr.
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The Future of Tourism
decreasing, especially in light of domestic air deregulation. The
ultimate result of these factors should be a long-term trend
toward a greater preference and ability to actually use one's leisure
time for tourism.
The final factor of the three is a precipitating or situational
circumstance. Preferring tourist activity and being able to engage
in it is not enough. Usually one has to be in some situation or
exposed to some motivating circumstance or event which acts as a
trigger. One may be psychologically predisposed and economically able, bur something must occur to cause the person to act.
The tourist industry has evolved to the point where the range of
attractions appeals to virtually every taste and income bracket. In
the United States, budget and standard tourist attractions have
grown as fast, or in some cases faster, than luxury sites. Coincident with the rise in supply is a rise in advertising and promotion.
As travel sites and destinations increase the frequency, sophistication, and duration of communications directed at their selected
segments, the overall atmosphere is synergistic. Meaning to some
(and some potential) tourists, a ready set of destinations that meet
their needs is mentally current. Vigorous publicity campaigns are
demanded to make the economic and social predispositions come
to fruition. As these trends show very little chance of abating in
the foreseeable future, it will be highly unlikely for tourism to fail
to become one of the world's largest industries in the next thirty
or so years.

Several futures have been projected for tourism. Most of these
have a common basis, that is, a continuation of the very high rare
of growth experienced since the 1950's. Herman Kahn and his
associates have projected a 500 percent increase over the midsixties level by the year 2000. This would make- tourism just
about the largest industry worldwide. 1
Fred Emery in a recent article 2 points out some compelling
reasons for these projections:
1. Increasing preference for tourism ·as the best use of leisure
time (the tourism / leisure ratio).
2. Growth in discretionary income for more people in the
developed countries.
3. More paid leisure time (shorter work week, longer annual
leave, longer sickness and maternity leave).
4. Decreasing cost of air travel - in both time and money.
r. Increasing range of attractive tourist destinations and an
increasing awareness of these attractions.
This set of reasons is very impressive. In fact the synergistic
effects of these variables can almost guarantee that tourism will
grow in an explosive way, as long as each factor stays positive.
The tourism / leisure ratio is a key to understanding the effects
of various social and demographic changes on tourism. In simple
terms it acts like a behavioral multiplier across the population,
resulting in an approximation of real tourist activity.
There are many factors which can affect this ratio and these are
important since even small changes in the ratio when multiplied
over the population can have impacts of immense proportions.
Increased leisure time certainly increases the potential for tourism, but_potential alone cannot be the basis of optimism for the
long term growth of tourism. Additional rather enabling conditions and precipitating (situational) circumstances are also necessary before this potential can be realized.
Enabling conditions for this futuristic view ar~ the economic
and sociological factors which allow people to act on their preferences. These enabling conditions are generally leisure time, sufficient disposable income and/ or credit, and a cost structure which
fits or matches the expenditure pattern the potential tourist finds
attractive. Generally speaking, Emery's second, third and fourth
points are concerned with these conditions. Most labor and
economic futurists agree that more time will be available for
discretionary activity than before. This means that less time will
be "commanded" by a person's job and thus more time will be
available for activities of his or her own choosing. Certainly the
shorter work week, increased paid and unpaid leave, and vacation
time contribute to this situation. The rise of the two income
family also reduces the need for overtime employment and second
jobs to further increase the leisure potential. Motivation to find
structured use of leisure increases as the amount of leisure time
and income (and education) increase concomitantly.
Finally, costs are steadily decreasing, especially for air travel.
This factor works in two ways to the benefit of the enabling
condition and the increased preference for tourism in the Tourism/Leisure ratio. By decreasing air travel time through quicker
and more reliable ground services, more direct flights, and faster
larger planes, the potential tourist finds longer trips more appealing and less tiresome. Thus the preference for tourism increases as
well as the ability to take a longer trip during a one or two week
vacation. Furthermore, the cost of air travel has been steadily

1.' S. Papson, "Tourism: World's Biggest Industry? , Futurist,
1979.
2. F. Emery, "Alternative Futures in Tourism", Tourism Management, 1981.
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The Nature and Uses of Forecasting in the Travel Industry
by Jeff Allen

is usually advisable to link the future demand for a product or
service to something more than time. This is where the industry
forecast can be helpful. It is possible by studying the past sales and
actual tourist counts during previous years to determine the
relationship between them. This relationship does not have to be
complex, and may simply be expressed as a percentage of the
total. This percentage can then be applied to future industry
forecasts to estimate the specific demand for a product or service.
A more specific estimate may be attempted by further breaking
down the total industry forecast into geographical market areas
within the State. Estimates of the tourist activity in your area
should most likely be available through local tourism agencies or
your local chamber of commerce.

It has been said that economists are so efficient at forecasting
that they have predicted 7 out of the last 3 recessions, and then
they only assumed those were right. Seriously however, forecasting is a subject that is frequently discussed but not often understood. As a result, the purpose of this paper is to review the
reasons why one should forecast, what a forecast means to you
and what you should be aware of when forcasting. We hope you
enjoy reading this article.

Why Forecast Tourism?
With an expected influx of approximately 40 million visitors
this year, is it any wonder tourism is the State's largest industry.
Tourists annually spend billions of dollars to help create over
one-half million jobs throughout the state. However, fluctuations in tourist levels during the past two seasons should remind
us of the dynamic nature of the tourist trade, and of the various
factors that can affect tourism in any given year.
On the whole, tourist related businesses have many objectives
which include providng a product or service, providing employment, and earning a profit (as well as paying taxes). Furthermore,
profitability, a primary objective of most businesses, can be
regarded as a reward for successfully providing a service or product. This suggests that a manager should spend a good deal of
time in preparation for the future. For this reason an industry
forecast of the number of tourists expected to visit Florida
becomes important. If a business wants to optimize profits, then a
manager should be familiar with any available device or procedure that can be of assistance. If properly used a forecast can be
one of these devices. Although once prepared, a forecast serves
very little purpose if the business is run to "fit" the forecast, or if
the forecast is applied afterwards to see how well things happened
to go. Instead, the forecast should be used as a guide to aid in
forward planning and as such is subject to change as change
occurs.
It has been said that there is only one thing worse than a bad
forecast, and that is no forecast at all! Forecasters like all prognosticators, study past and present conditions and attempt to predict
what will happen in the future (with varying degrees of success).
Without this anticipation, many opportunities would be lost and
problems that could have betn prevented could go undetected
until it is too late. The forecast also helps to provide business
managers with beforehand information needed to make the best
use of a firm's limited resources.

What Should You Be Aware Of?
All forecasters, from weathermen to gurus, are prone to error,
some of which is unavoidable. However, depending upon the
forecasting methods used, and the expertise of the forecaster, you
will find some more accurate than others. Here are some things to
keep in mind when using a forecast.
1. You should use more than one forecast, if possible, to serve as
a double check. Usually no one forecaster is best for all
factors. Different forecasters use different approaches and
selecting~ forecast procedure will depend on your needs and
uses. Here in Florida, several industry forecasts of the number
of tourists that are expected to visit in both the short and
long terms are available.
2. Forecasting is considered an art and not a science. Also you
must remember that there are very few products that lend
themselves well to forecasting. Quite frankly, there is only so
much that can be done with numbers and opinion is both
incorporated in the forecast and should be considered when
interpreting or using it.
3. As a rule, forecasting accuracy is normally better the nearer
and more general the nature of the forecast. In other words,
you need to be realistic when trying to estimate the demand
for your specific product or service. It might be wise to think
of your specific demand forecast as a range of possibilities
rather than an exact estimate. ·
4. Predictions are not usually based on fixed numbers, but
instead are a fonction of a given set of specific conditions and
are prone to change. Whenever noticeable changes that could
affect the forecast occur, changes must also be made in the
forecast. Generally speaking, the further in advance a forecast is made, the more subject to change it will be and the
more revision will be necessary.
5. Complex methods of forecasting may not necessarily be more
accurate than simpler methods. Since forecast accuracy is a
somewhat evasive term, perhaps a measurement of relative
accuracy by comparing competing forecasts should be used.
In this way, even a fairly simple forecast method can be
valuable since the amount of forecast accuracy required
depends on the individual user's needs.
In short, it is not just the past realization but it is the expectation of profits that creates the impetus for our tourist related
economy. Forecasting, then, promotes good forward planning,
which involves using an industry forecast to estimate a specific
demand for the product or service to be provided. Although past
data may be the basis for forecasted profits, it is the promise of
future profits that encourages Florida's tourist related business.

What Does a Forecast· Mean to You?
The forecast tells you how many tourists are expectd to visit
Florida this year, but what does this mean to you? If you operate a
tourist-related business in Florida, the industry forecast can be
helpful in determining the demand for your product or service. In
turn, this estimated demand can be used as a basis for planning in
such functional areas of your business as inventory and purchasing, hiring and training of personnel, or developing budgets and
determining financial requirements.
By utilizing an industry forecast to pro~ide the estimated total
number of tourists, you as manager are in a better position to
project the specific demand for your own product or service. Data
on past sales and company performance that can be used to project
future results should be readily available. If not, data from
another company with a similar product or service may serve as a
substitute. A simple projection of past sales can be effective, but it
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